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Rater Score Description RP 96-100
90-95

80-89
70-79
An extraordinary wine of profound and complex character displaying all the attributes expected of a classic wine of its variety. Wines of this caliber are worth special effort to find, purchase and consume.
An outstanding wine of exceptional complexity and character. In short these are terrific wines.
A barely above average to very good wine displaying various degrees of finesse and flavor as well as character with no noticeable flaws.
An average wine with little distinction, except that it is a soundly made. In essence, a straightforward, innocuous wine Table 1 
Introduction
• The aim of this paper is to assess the consistency between ratings assigned by experts and by consumers to Portuguese wines and, additionally, to determine if the score attained by a specific wine is influenced by colour attributes and wine region (geographic origin).
• To achieve this objective the paper is organized as • To achieve this objective the paper is organized as follows: section 2 includes a literature review; section 3 presents an overview of the Portuguese wine sector; section 4 the empirical analysis and results; finally, in section 5, concluding observations are given.
• In the wine economics, three major research topics have deserved special attention: finance, climate changes and reputation. The research has been extended to topics related to market regulation, quality signalling and consumer search (Storchmann, 2011).
• Typically, wine is an experience good, wine drinkers tend to be risk-averse and reputation is an important way in overcoming adverse selection.
Reputation can be influenced in three different ways: • Reputation can be influenced in three different ways: a) producer and/or brand recognition associated with "objective" wine characteristics, such as alcohol content, grape variety, and vintage year; b) expert opinion, based on the wine's sensory characteristics; c) the umbrella brand/collective reputation, such as region. There is no unanimity among researchers on the most important group of variables that influences reputation.
• Another question is whose rating should consumers pay attention to.
The Portuguese Wine Sector: An overview
• Vineyards cover (IVV, 2011: 38) 237,786 ha, with almost 41.3% (98,210 ha) considered capable of producing higher quality wines, i.e., with production of denomination of origin (PDO) and/or production of geographic indication (PGI). There are 11 demarcated regions.
The total vineyard area is occupied by 341 different • The total vineyard area is occupied by 341 different varieties, most of them native, allowing Portugal to produce non-standard wines for market niches, which could be a strong point. 
• About 57% of the wine produced is PDO/PGI, 14% fortified PDO and 29% table wine.
• Mono-varietal wines have an insignificant position.
• Among the fortified wines, Port wine represents around 90%. 90%.
• In 2010, the domestic consumption was 4,695 thousand hectolitres (for a 2009 production campaign of 5,894 thousand hectolitres).
• Imports were roughly 1,464 thousand hectolitres (67.7% in bulk) at an average price of 0.57 euro/litre.
• Exports (in 2010), by wine typology, were as follows:
• Non-fortified wines, 1,838 thousand hectolitres (64% in bottles), at an average price of 1.76 euro/litre;
• Port wine, 862 thousand hectolitres (100% in bottle), at an average price of 4.30 euro/litre;
• Madeira wine (fortified), 28 thousand hectolitres, with price identical to that of Port wine. of Port wine.
• Port and Madeira wines have a long history of more than 200 years of exports with almost of 86% of their production exported.
• Until the late 1980s, both imports and exports of nonfortified wines were irrelevant, production being intended for domestic consumption and for the brandy used to fortify Port wine.
• With Portugal's entry into the European Union (1986), a high number of grape-growers developed a strategy of forward vertical integration.
• Since we are dealing with small and medium-size firms, their market strategy, has been of "product differentiation for niche markets", where product promotion is made through marketing events, press releases and interactions through marketing events, press releases and interactions with wine experts in the target markets.
• It is in this context that we should interpret the emergence of Portuguese wines in the ratings assigned by experts.
• One of the paradigmatic cases of this situation is that of Douro region wines, which from being unknown have achieved, within a decade, high national and international recognition (Muhr and Rebelo, 2011).
Analysis
• The 2010 publication of JPM presents the scores of about 2,000 wines tasted, the Wine Advocate (WA) of RP December 2010 includes the scores of 180 Portuguese wines and the Wine Spectator (WS) of April 2010 rates 211 Portuguese wines. In www.cellartracks (Cellar) 5,167 wines (18,993 notes) are evaluated.
• Comparing the wines classified by both RP and WS • Comparing the wines classified by both RP and WS publications we observe that a large number of them do not coincide.
• In view of this fact, to establish a comparison, two samples were constructed. The first ranks wines from RP (international rating), JPM (national rating) and Cellar (consumers' rating); the second ranks wines from WS (international rating), JPM (national rating) and Cellar (consumers' rating). Table 3 
• RP ranks 26 wines above 90 points, of which 23 are red (21 from Douro), and 3 are white (2 from Douro). JPM ranks 14 wines above 17 points, 12 being red and 2 white, all from the Douro region. In Cellar 18 wines are classified above 90 points, 14 being red and 4 white, all from the Douro region too. The values in parenthesis are t student; * significant difference at 1% level; ** significant difference at 5% level.
• On average, there is no statistically significant difference between the scores of red and white wines.
• By region, Douro wines are in a higher score position compared with the average of all other wines.
• The information presented above highlights the reputation • The information presented above highlights the reputation of Douro wines. To check the consistency of this result, three regression models are estimated. • The results show that, on average, the variation by the scores assigned to wines from the Douro region is higher than those from other regions. However, the variation of the scores is neither influenced by colour attributes (red/white) nor by Alentejo.
• The procedure applied to sample 1 is identical to that adopted to analyze sample 2 (wines simultaneously rated by WS, JPM and Cellar).
‫٭‬Parameter statistically significant at 1% level. In parenthesis are statist t de Student. 
• In terms of reputation, WS awards scores above 90 points to 27 wines, all red and from Douro; JPM ranks 11 above 17 points, all red, 1 being from Alentejo and the others from Douro; for Cellar there are 23 wines above 90 points, all red, 1 being from Alentejo and the remainder from Douro. Douro.
• Relative to price, there are 24 wines (23 red) priced above $USA40 (1 from Alentejo and 23 from Douro).
• These data reinforce the findings of sample 1 that red wines and wines from Douro are in a prime position compared with the others. 
Conclusions
• Douro wines are in a higher score position compared with the average of all wines from other Portuguese regions.
• Moreover, the scores of experts and consumers follow the same pattern, with a strong linear and order association between them.
• The results from sample 2 also show a positive linear and • The results from sample 2 also show a positive linear and order correlation between the different scores and prices.
• The results of the linear regression models confirm that both the scores and prices of Douro wines are higher than those of wines from other Portuguese regions, and that red wines have higher prices than white ones.
• This suggests that the marketing of regional origin, as a reputation attribute, may have a higher payoff for regions primarily producing red wine.
•
• We are aware that this research is merely a first approach to the problem. Future research should verify the above findings with new data sets from other years and information sources.
• Moreover, the results would certainly be more robust if it were possible to incorporate in the estimated models objective characteristics appearing on the label as well as were possible to incorporate in the estimated models objective characteristics appearing on the label as well as sensory characteristics for the wine tasted.
